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PENGARUH SOCIAL PRESENCE OF WEB ,  PERCEPTION OF 
OTHERS,  DAN SOCIAL PRESENCE OF INTERACTIONS WITH SELLERS 
TERHADAP PURCHASE INTENTION  MELALUI TRUST IN 




Di era globalisasi sekarang ini teknologi dan internet mengubah perilaku 
manusia dalam melakukan aktivitas dalam berbagai aspek kehidupan secara online. 
Salah satu kegiatan online yang sedang berkembang adalah online shop. E-
commerce perlu memahami faktor-faktor penentu niat beli yang dapat 
mempengaruhi konsumen. Penelitian ini merupakan penelitian kausal yang 
bertujuan untuk mengetahui hubungan social presence of web, perception of others 
dan social presence of interaction with sellers terhadap trust in sellers, serta 
hubungan trust in sellers terhadap purchase intention. Populasi penelitian ini adalah 
semua orang yang pernah mengunjungi situs belanja online Tokopedia dan jumlah 
sampel penelitian ini adalah 200 responden yang disebar melalui kuisioner secara 
online. Penelitian ini menggunakan teknik analisis SEM dengan bantuan Lisrel 
8.80. 
        Hasil Penelitian ini menunjukkan bahwa social presence of web berpengaruh 
positif dan signifikan terhadap trust in sellers, perception of others berpengaruh 
positif dan signifikan terhadap trust in sellers, social presence of interaction with 
sellers berpengaruh positif dan signifikan terhadap trust in sellers, trust in sellers 
berpengaruh positif dan signifikan terhadap purchase intention. 
 














THE EFFECT SOCIAL PRESENCE OF WEB, PERCEPTION OF 
OTHERS, AND SOCIAL PRESENCE OF INTERACTIONS WITH SELLERS  ON 




In the current era of globalization technology and the internet change human 
behavior in carrying out activities in various aspects of life online. One of the 
developing online activities is an online shop. E-commerce needs to understand the 
determinants of purchase intention that can affect consumers. This research is a 
causal study which aims to determine the social presence of the web, perception of 
others and the social presence of interactions with sellers of trust in sellers, as well 
as the relationship of trust in sellers to purchase intention. The population of this 
research is all people who have visited the Tokopedia online shopping site and the 
number of samples of this study is 200 respondents who were distributed through 
online questionnaires. This study uses SEM analysis techniques with the help of 
Lisrel.8.80. 
        The results of this study indicate that the social presence of web has a positive 
and significant effect on trust in sellers, perception of others has a positive and 
significant influence on trust in sellers, the social presence of interaction with sellers 
has a positive and significant effect on trust in sellers, trust in sellers have a positive 
effect and significant to purchase intention. 
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